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      Praise for The Complexity Crisis

      “The book was clear and to the point. It deals with an important topic and readers will reap great benefits from it.”

      — Ram Charan, consultant and author of Execution — The Art of Getting Things Done
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      — Gary Baughman, CEO of Petmate Corporation and former CEO of Fisher-Price

      “I recommend The Complexity Crisis to any C-level executive who is serious about competing and improving the sustainability of their business in an ever changing global marketplace.”

      — Peter Strople, chairman and CEO, The Zero2 Companies, former director DELL Computer Corporation, and former director of GRiD Systems Corp. (Inventor of the Modern Clamshell Laptop Computer)

      “If your costs are up and profits down, you should devour John Mar-iotti's terrific book on ‘Complexity’!”

      — Jack C. Shewmaker, executive consultant, retired president and vice chairman, Wal-Mart Stores, Inc.

      “Complexity comes from not understanding your customers' needs. This has resulted in companies drowning their customers in proliferated products and services. John Mariotti delivers a powerful message in this era of mass customization.

      — Roy Marsten, chief scientist, Emcien Corporation

      “In The Complexity Crisis, John Mariotti is holding up a very big mirror to an impending calamity.”

      — Daniel Moneypenny, president and chief creative officer, Emaginit

      “It is not possible to read The Complexity Crisis without thinking very differently about one's industry and business model. This is a must read for any executive seriously interested in improving their organization's performance and profitability.”

      — Robert J. Herson, president, Executive Focus International, Inc.

      “The Complexity Crisis provides new and provocative insights into a major problem facing modern corporations. Mariotti is the expert on Complexity and the solutions he offers are the best I've seen.”

      — James B. Swartz, author, Seeing David in the Stone and The Hunters and the Hunt

      “If I were still running a business or a government organization, The Complexity Crisis would be required reading for all of my executives and managers. John Mariotti builds a compelling case on how being too complex is drowning employees, slowing growth, and degrading profit. Most importantly, he provides a practical approach on how to fix the problem — in a quick and truly rewarding read.”

      — Vice Admiral Ed Straw, U.S. Navy (retired), former director, Defense Logistics Agency, and former president, Global Operations, The Estee Lauder Companies

      “Any book about what to do about the “Complexity Crisis” is worth reading. Complexity is the enemy of effective marketing. Simplicity is the holy grail.”

      — Jack Trout, consultant and noted author of several bestsellers, including Positioning — The Battle for your Mind and The New Positioning

      “John Mariotti is making a call for everyone's attention to this reality, and we'd better pay attention to his call and make the world change and return to simplicity.”

      — Carlos Villa, publisher, Tiempe de Mercadeo, Medellin, Colombia

      “I thoroughly enjoyed The Complexity Crisis. I applaud John for not only pointing out what complexity is, but also how to measure it and how to ‘lose it.’ I also liked how he doesn't let companies off the hook and allow themselves to be victims.”

      — Rich Daugherty, executive vice president, Operations, Petmate Corporation
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      INTRODUCTION

      
        
          “Talent hits a target no one else can hit; genius hits a target no one else can see.”
        
      

      — Arthur Schopenhauer, nineteenth-century German philosopher

      Companies all over the world are struggling with a crisis. Most troubling of all is that most of these companies don't realize that it is a crisis of their own making. Nor do most of them understand what to do about it. They are starting to realize that this crisis — the Complexity Crisis — is crippling them, destroying their profits, and draining their resources.

      The actions that have created the Complexity Crisis are usually taken with the best of intentions. In the quest for high growth in low/no-growth markets, companies have proliferated nearly every-thing: products, customers, markets, suppliers, facilities, locations, etc. Some of the time, the proliferation actually does lead to top-line revenue growth, but as the top line goes up, the bottom line — profit — doesn't. In many cases, the bottom line actually goes down dramatically.

      The Complexity Crisis is worsened by the fact that none of today's pervasive accounting systems identify complexity costs until it is too late. By then, the company is “in crisis” and it doesn't understand exactly why. None of the current measurement systems reveal what is happening until the end of accounting periods, when the negative bottom-line impact is evident. The causes, however, are still obscured, buried in variances, special charges, increased overhead, and more “catch-all” categories.

      Everyone I tell about unrecognized complexity has the same reac-tion: Their eyes widen slightly and they say, “Of course, that's right. It is a problem!” After a moment of thought, they add, “It's a big problem. Why hasn't anyone exposed this before?” Now someone has.

      Complexity — It's Everywhere!

      The airline industry is a poster child of complexity, with its yield-based pricing policies, proliferation of routes, fare/class structures, aircraft variations, and more. Just watch the keystrokes a counterper-son for an airline must make to do a simple flight change. Or imagine if the airline had to post a seat map of the plane for customers to see the many different fares and how widely they vary. Business travelers, flying on short notice, might be sitting next to leisure travelers who shopped and booked well in advance, and paying anywhere from two to five times the fare for the same trip. Only companies like Southwest and its emulators have broken the code on this one. The major airlines are just figuring it out, which they will need to do if they want to survive.

      Everyone realizes that U.S. automakers Ford and GM are in crisis. Complexity is at the root of their troubles, too: too many brands, too many models, too many dealers, too many plants, too many union work restrictions, and on and on. DaimlerChrysler is not immune to the Complexity Crisis either. Consider Mercedes-Benz, as it clings desperately to its luxury-market position. BMW and Lexus rival it in prestige. Audi, Acura, Infiniti, and Cadillac are gaining. New Korean rivals are encroaching.

      Are M-B's recent woes a simple case of competition? No. Part of Mercedes' problems is directly related to self-induced complexity. Since Daimler's acquisition of Chrysler, its complexity is much greater. Mercedes-Benz's problems — lapses in quality, deteriorating profits, and continued service issues — are all rooted in self-inflicted complexity. The number of Mercedes models sold in the United States in 1995 was only twenty, up from six or seven at its U.S. entry in 1957. It has now proliferated to forty-five models, more than doubling in ten years. The number of models grows each year — as does the complexity Mercedes-Benz must manage.

      That doesn't even count Chrysler models that use partial Mercedes platforms (Crossfire, 300C, etc.), requiring collaborative engineering support. Perhaps it is no surprise that Mercedes has struggled. The Complexity Crisis is an unrecognized cause of many such problems, and Mercedes has no special exemption.

      Make no mistake, companies need new products to compete, but how many, and how they are developed, introduced, and managed, makes a huge difference in the amount of complexity added. The same goes for entering new markets, opening new facilities, and so forth. Only when a company realizes its problems are complexity driven and “takes a breather” to consolidate, simplify, and measure/ manage the complexity, do the problems start to shrink away. Until then, they just keep growing.

      The Problem: Where Have All the Profits Gone?

      Businesses must compete in more complex global markets than ever before. Most companies are seeking double-digit growth in markets growing at low-single-digit rates — or not growing at all. This quest for growth has led to runaway complexity caused by the proliferation of products, customers, markets, suppliers, services, locations, and more. All of these add costs, which go untracked by even the best of modern accounting systems. Complexity also fragments management focus, wastes time and money, and ultimately reduces shareholder value. The problems grow, but they remain under the radar of management attention. Complexity is arguably the most insidious, hidden profit drain in today's business world.

      The Challenge: What Can You Do About It?

      First, you need to recognize that rampant proliferation adds to costs in a manner that goes untracked. Then track it down. Where it adds value, alter processes to capitalize on it. Where it doesn't (which is most places), stop it. Reduce or eliminate it, and institute safeguards — systems and metrics — to prevent its unnoticed return. Most of all, find quick, easy ways to describe this complexity so it is recognized as a potential profit drain, and managed like the critical business consideration it has become.

      The Premise: What Gets Measured, Gets Managed

      It is easy to get fat in good times. A few too many people, a few too many customers, a few too many products, and a few too many facilities — the volume of good times covers a multitude of sins.

      One part of the problem is that people feel the need to create new products, processes, facilities, and systems, but no one is designated to kill off the old obsolete or unproductive ones! Product proliferation costs a fortune, but no accounting system captures the cost of extra part numbers, bills of materials, standards, training, and shorter runs/ smaller purchases. Customers that cost more to keep than to lose hang around because it is so hard to find customers; no one wants to “fire them.” Yet, when customers cost you more to serve than to keep, that is exactly what needs to be done.

      Understanding the factors that lead to success in business is essential. Understanding the obstacles is equally important. The tools that enable management to do this are metrics — as well as the actions that must follow when metrics expose an area for management attention. The good news: Many of the necessary tools already exist, they just need to be adapted for a new purpose.

      The Approach: Find It, Fix It, Use It or Lose It — and Keep It Simple

      Global competition is tough. Markets are in a constant state of change, something that keeps customers nervous or at least uneasy. Take this occasion to go on a company “diet” of sorts. Prune low-profit, low-volume, and unnecessary products. Lose unprofitable customers. Assign those too small to be served economically to distributors — that is what distributors are for. Simplify your IT systems, too. Eliminate the outdated reports, unused screen formats, and obsolete software.

      Just because you can make and/or sell a product or provide a service doesn't mean you should. How does it fit your strategic business plans? How does it help you achieve your goals and objectives? Treat complexity now — not later, or a more effective competitor will gain an advantage over you because of it.

      First, you will need to recognize what constitutes complexity and the hidden costs it creates, and where it siphons off profit into blind alleys and hidden corners of the business. Next, you'll need to find it in your business and decide whether it creates or destroys value. Then, decide to either “Use It” — change structure and processes to capitalize on value-added complexity for competitive advantage — or “Lose It” — reduce or eliminate complexity that does not add value wherever it has crept into your business.

      Finally, you will need to institute new metrics and modifications to existing management cost-control systems to know when to drive complexity out, and when to capitalize on it. Last, and most important: Keep the management of complexity as simple as possible, so whether you “use it or lose it” you solve the problem and keep it solved.

      Why Have We Missed It?

      It sounds so simple to recognize and fix complexity, doesn't it? Then why haven't more people in more companies in the past decade or two recognized the problem of complexity and fixed it? It's been there all along. People either don't see it, don't measure it, or don't believe how serious it is. And if and when they do, their corrective efforts are fleeting, and relapses are frequent.

      When I began thinking about this problem, it seemed to me that there must be something, some factor getting in the way of stopping this runaway complexity. That same factor is burying people with work and frustration, while undermining companies' profits. What is that factor? The more I pondered what the factor is, the more it eluded me, until I realized that the problem was right before my eyes, but buried amidst … more complexity. Eureka! That was it. It was the Complexity Factor that complicates life and business, adding work while eroding profits.

      No wonder we can't easily see complexity's impact. Every system we use to look at things obscures complexity, hides its effects, or puts its consequences in places where we either can't readily find them, or if we do, can't track them back to their root causes. When we do notice the adverse impact of complexity is at the end of the month, when we tally up all the revenue and expenses to see if we made money, and if so, how much. By then, there is nothing we can do to turn back the clock if we don't like what we see.

      A ccounting for Cause and Effect

      Most companies account for every dollar that comes in and goes out in some kind of revenue or expense account. That isn't the problem. The problem is that few (or no) companies track why those dollars ended up in those accounts. Many of the accounts are catch-alls. Variances, those nasty little differences between what was supposed to happen (financially) and what actually happened, can contain hundreds of different types of entries. Each of these entries represents something gone awry.

      Advocates of activity-based costing (ABC) might claim that it does track complexity costs, but it doesn't. While ABC may address costs more accurately than older, standard-cost accounting systems, only major changes in ABC will address the hidden costs of complexity, and even then it will miss some of them (since they don't fall into the “cost accounting” areas).

      The second problem is that far too many companies are still hung up on closing the books and evaluating the results according to the old-fashioned calendar — at ends of months, quarters, and years. There is nothing wrong with doing that, too, but with today's information systems and real-time data-gathering capability, how about tallying things up each day? This is not only possible, but also practical, if it is built into the structure and processes. The more advanced companies know if they make money each and every day — or not. Then, instead of digging into problems four to six weeks after the fact, they can chase them down literally as they are happening and begin corrective action much, much sooner. The technology all exists. Use it! Track down and stop complexity-related waste faster; don't wait for some old-fashioned accounting calendar to show the effects and mandate action.

      If the sheer volume of variances, special charges, etc. and the amount of dollars contained in such accounts isn't enough, consider the costs of just managing runaway complexity. Every product or service requires some kind of documentation to create it: a part number, a process routing, a bill of materials, a work instruction, a specification, or just a description. The more new products/services created, the more time, people, offices, computers, phones, supplies, supervision, and on and on, that it takes to create and maintain them. If the information isn't current and up-to-date, bad consequences can result.

      Next, consider the impact of using multiple facility locations, or doing business in multiple countries using multiple legal entities. All result in another layer of complexity-related overhead and expenses. Even when accountants track the expenses that result from growing complexity, there is seldom a clear cause-and-effect analysis. That is a growing symptom of the Complexity Crisis.

      In the next several chapters, we'll back up to consider how the Complexity Crisis has evolved, largely unnoticed or at least unmeasured. Also, as I explain the Complexity Crisis, I will introduce a series of small, but memorable, truths. I'll use the term “Truths about Complexity” to describe them and denote them with the acronym TAC. I hope these little TACs will stick in your mind.
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      what is the complexity crisis?

      The Dangers of Chasing High Growth in Low/No-Growth Markets

      
        
          “Fools ignore complexity. Pragmatists suffer it. Some can avoid it. Geniuses remove it.”
        
      

      — Alan Perlis, computer scientist and Yale University professor

      Most of the world's wealth is concentrated in developed markets like the United States, Europe, and Japan. However, most of the world's people are concentrated in the less-developed markets like China, India, Indonesia, Africa, etc. The people in these less-developed markets are poor. The most lucrative markets, where wealth is concentrated, are barely growing at all from a population perspective. Many have negative population growth, with too few births to offset the deaths. Japan, the United States. and most of Western Europe have aging populations and are facing huge social problems dealing with the costs of this demographic certainty.

      When population isn't growing, markets are usually not growing either — or at least not very fast. When there is overcapacity for everything globally, prices come under pressure (i.e., they decline, or there is significant market pressure to lower them); thus, unit sales growth does not translate into financial growth. In spite of this, investment markets and owners of companies seek financial growth. They see lack of growth as a lack of vitality in a company. So, the pressure for growth builds. Companies routinely seek double-digit growth (in sales revenue) in markets that they admit are growing slowly or not at all. How do they expect to do this?

      In a word: proliferation. They create more new products; sell them in more places; offer them in more varieties; source them from more, different, distant low-cost sources; and offer more services. There is just one problem with this scenario. The increase in sales happens, but profits don't go up, they go down. More products, more customers, more distribution channels, more suppliers — more, more, more of everything results in costs that grow at a far greater rate than the revenue.

      An even worse situation occurs when a company caught up in its own ego attempts to grow in markets that seem to share attributes with its core market but are actually different, thus requiring a different set of core competencies and capabilities.

      During my career, I was president of two well-known companies where I saw this happen. Huffy Corporation was the largest bike company in the world in the 1980s and 1990s. Huffy dominated in selling bicycles to the mass market. After a defensive move to block a competitor's acquisition of the Raleigh brand license for the U.S. dealer market resulted in Huffy obtaining the license, it decided to sell to the bicycle-dealer market, a very different type of distribution. Huffy concluded (incorrectly) that it could easily expand in the bicycle-dealer market by selling entirely different kinds of bicycles to these new and different customers. True, the products were still bicycles, but they were quite different in price, specification, retail outlets, distribution system, and especially in the buyers' purchase motivation and decision criteria. It turned out that while Huffy had core competencies in bicycles, it lacked the core capabilities — a deep understanding of the customer and consumer differences — needed to sell and service a dealer market, which was very different from a mass-retail market.

      I watched this unfold from my spot as president of Huffy's (profit-able) “mass retail” bicycle division. We knew that our products were quite different from those carried by bike dealers. Consumers shopping at bike dealers wanted higher-spec products than sold in discount stores. The complexity from this and other differences came in layers: a different, more fragmented distribution system (dealer-distributor vs. one-step retail); a much less price-sensitive elitist consumer base; different products focused on high spec, light weight, performance, and “snob appeal.” Finally, most bicycle dealers made relatively little of their profit on the bikes; most of their profit came from service and accessories.

      Complexities like this lurk below the surface of many apparently similar businesses. Companies, hungry for new top-line growth, make this kind of mistake when entering “next-door markets” all the time. They underestimate the market-segment differences and overestimate their ability to understand and address them profitably. That leads down a path to financial failure — a common outcome of unrecognized complexity.

      Rubbermaid was named “America's Most Admired Company” by Fortune magazine in the 1990s. During that era, I was group president of the office-products group — a multinational, predominantly business-to-business unit of Rubbermaid. Rubbermaid had built its company mostly selling retail/consumer trade channels. Like the previous Huffy example, many products were alike, or at least largely so. They looked similar and performed the same basic functions (wastebaskets, for example), but the customers' purchasing choices were based on quite different criteria. Large industrial/commercial buyers had different needs than consumer markets. These seemingly subtle differences added unseen complexity — layers of structural, process, cultural, and relationship differences that were hard to even imagine until you encountered them.

      The finer details were the factors that drove purchases, and these were different. Business buyers were concerned about easy and rapid supply, interchangeability within an office environment, compatibility with office décor, and, of course, price. Consumers either wanted pure function at the lowest price or fashionable decorative items for their home, kitchen, bath, etc. These seemingly similar needs were widely different and drove an explosion of complexity in products, colors, styles, distribution channels, and more.

      Complexity Is Widespread — And Growing

      In 2003, I spoke to a group of executives at Georgia Tech University. My topic was “The Curse of Complexity,” a subject I had been interested in for some time. Several years earlier I had studied the field of scientific complexity and its application to business. During that time, I met with world-class biological scientist Stuart Kauffman at the Santa Fe Institute to discuss the topic of complexity. I have always recalled something that Stuart Kauffman told me as we sat in his mountaintop Santa Fe home and talked about the impact of complexity on our respective fields. “The adjacent possibilities [in the biological universe] are increasing at a tremendous rate,” Kauffman said. My instinctive answer was, “The same is happening in the business world.” His next sentence stuck in my mind: “It is beginning to exceed our ability to deal with them.”

      Since this conversation, the only difference is that the word “beginning” is no longer appropriate. Consider the sheer number of consumer choices. Observe the development of new enterprises in emerging countries. Look at the explosion of infotainment media and its dazzling convergence. The array of adjacent possibilities has dramatically increased, and when combined with the effects of technology and globalization, it is already exceeding the ability of management to deal with them.

      The New Understanding

      Was Kauffman right? I reflected on my three-plus decades as a working executive, consultant, and board member, and I concluded that he absolutely was, and the explosion of complexity is the evidence. Every company I worked with had exhibited problems of complexity — in products, in markets, in multiple locations, or in corporate entities (in different countries). I vividly recalled encountering these problems when I was a working executive, but had not connected them to complexity, per se. It became evident to me that new rules and new metrics were needed to deal with the increasing challenge of complexity because the old ones didn't work anymore — at least not sufficiently. Thus, my 2003 keynote speech at Georgia Tech — and the concept of this book — was born.

      During a board meeting the year before, a fellow board member, Jack Shewmaker (formerly president and vice chairman of Wal-Mart), pointed out that the company had been growing nicely in sales but not in bottom-line profits. He related that he had seen this happen before, at Wal-Mart, during a period when management let the number of products, or SKUs (stock-keeping units), grow uncontrollably. A large retail store, like a Wal-Mart Super Center, offers a huge variety of products — 100,000 or more. The temptation is great to add products in hope of increasing sales, gaining an advantage on competitors, or simply trying fresh, new items. More SKUs took more effort — and cost — to manage, but that cost didn't show anywhere until the accounting period was over. Then it showed in terms of lower profits.

      As the board discussed this, I realized that what he was talking about was runaway complexity, draining the efforts and diluting the focus of management, and eroding the profits of the company along with it. The goal of top-line sales-revenue growth was being pursued with runaway proliferation of products, customers, suppliers, and market segments served. No one was closing out the older, unproductive products with all of their related components. Worse yet, none of the accounting systems — standard costing, activity-based costing, or product/customer-profitability analyses — captured these costs of complexity, exposing them as a huge problem.

      The adverse impact on profits manifested itself in higher variances (inventory excess/obsolescence, closeout pricing, repack/rework, premium freight charges, etc.) or overhead, SG & A (selling, general, and administrative expenses) and operations management (documentation, staffing, administration, etc.). Furthermore, the time delay in moving new items through the system increased as staff was too bogged down by an overload of SKUs, customers, markets, locations, etc., to create records, which then had to be maintained.

      This reduction in speed of response creates a competitive disadvantage that is another unrecognized consequence of complexity. Not only does it slow down the responsiveness to customers, but it also slows down the selling and marketing efforts by forcing the company to concentrate on a larger number of offerings. Thus, complexity is also the enemy of speed, a critical success factor in today's fast-moving global competition.

      how high fashion led to high complexity

      Jack Shewmaker, a leading retail executive (now retired), once told me about a visit he made to a plant in Africa. This plant produced basic sportswear — particularly shirts and shorts — all of which were made of plain fabrics. The company had told Jack that for some reason, the plant was struggling and suffering financially. During his plant tour, Jack noticed one part of the plant where fabric inventory was piled high. He also noticed that over the course of the day, the “production lines” (such as they were) were constantly being interrupted — jobs were being set aside and different jobs started. This clearly hindered productivity.

      When he inquired, first about the huge piles of fabric inventory, and then about the constant production interruptions, he was told, “It's for the new ladies' fashion-wear products. We must keep the many different fabrics because variety is important. Since we don't get much lead-time and the fabric suppliers want to produce quantity to keep the price down, we have to carry a lot of inventory. With our shirts and shorts, the demand is steady, the fabrics are simpler, fewer colors and styles are needed, and we buy more of it, so we just kept it flowing and don't have to stack it up ‘just in case’ we got an order. The quantities ordered of the fashion wear are smaller and we need to interrupt the production of our standard garments to run the dresses, etc. That is why there are so many production interruptions.” Jack asked if that didn't make the dresses and fashion wear too costly to produce. The answer was, “Not really, because we spread the overhead evenly across all products.” At that point, it was obvious to him why this plant was struggling both operationally and financially. The standard, high volume of basic goods was essentially subsidizing the more complex fashion lines, in terms of production costs and inventory needs.

      Jack suggested that the company reconsider its decision to make the fashion wear, because its perceived higher prices and profit margins were not real. If they would assign costs to the correct places, including inventory costs and obsolescence, they would see that.

      When he returned to visit this plant almost a year later, it had eliminated all but a few of the best-selling fashion items. The fashion items it kept were similar in construction to its other clothing, requiring just fabric, trim, and/or button changes. The company had its costs well under control and was operating profitably again.

      Don't Preserve the Past — Find the Future

      We are all a product of our past. We are also creatures of our present. Everything we have and do happens in the here and now. We know the future lies in front of us, but our reaction to it varies from enthusiasm to fear, from cynicism to compliance. Only the exceptional few actually think about how they can shape their own future. Since companies are social organizations populated and operated by human beings, they take on many characteristics of humanity. One such characteristic contributes to, and perhaps worsens, complexity more than many others. I describe it with a simple formula — the first TAC, or Truth about Complexity, that you'll encounter in this book.

      
        TAC #1: A FORMULA FOR THE FUTURE
      

      Here's a formula to consider:

      
        PP × 2. FF
      

      To put it another way: PP times 2 is not equal to FF.

      What it means: Protecting/Preserving the Past (PP) and Perfecting the Present (PP) does not equal Finding the Future (FF).

      Although everything you know is part of the past, and everything you live through now is part of the present, everything you will encounter for the rest of your life is part of the future — which is unpredictable, intimidating, or frightening. Thus, who could blame you for hanging onto your old — or current — favorites, be it products, services, customers, etc.? Also, if you don't work on perfecting the present, won't the (current) competition beat you?

      Any business should look at the current landscape; however, if you spend all of your time, energy, thought, and resources on the past and the present, you and your organization will be left with no time or resources to Focus on, to Find, or to Fund the Future (all three are FFs). By which I mean, you won't have the resources — people, time, or money — to focus on new developments or emerging markets, find new customers or strategic partners, or fund innovation.

      Companies cling to old products, often championed by their old customers, as they slide down the slope of the product life cycle into oblivion. You obsess about the present, investing more time and money on incremental improvements to current practices, products, programs, and services; and when you are done, you are drowning in complexity that is aging fast, and you have few (or no) resources left to Find, Fund, and Focus on the Future.

      So, you proliferate. You try to sell lots of new and different stuff to new and different customers in new and different markets and maybe, if you are lucky, the top line — sales revenue — goes up. But the bottom line almost never does. It goes down and then, soon after, so does the top line — when the past winners finally die off and today's winners begin to falter.

      In this book, I will describe how to recognize, contain, control, count, and manage complexity. Throughout the book, but especially in Part 2, “The Examples,” I will describe how others have capitalized on complexity for competitive advantage or how some companies have chosen to eliminate complexity to make room for the new, the exciting, the future successes. I hope you will remember PP × 2. FF and what it means. The future is uncertain, but there is one certainty about it: The rest of your life and your career from this day forth will be lived in the future. It would be wise to make the most of it.
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